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			PRAISE FOR 
The Marathon Salesperson

			It was my pleasure and privilege to know and work with Rodolfo Subieta in the past, and I continue to learn from his insights into customer relationships. His book is a step beyond the three P’s (Product, Price, and Promotion) of selling, into the more important aspects of establishing and maintaining the relationships that lead to ongoing sales. His organic approach to relationship building will benefit the reader in both professional and personal interactions.

			—Sid Funk

			Senior Director – Business Development

			Massey Services

			I really liked the six principles presented in the book. It was refreshing to see knowledge from fields such as physics, anthropology, and biology brought to bear in a book about sales. The eclectic references kept my attention while not distracting from the book’s main principles. Hard-nosed business types might scratch their heads at it, but that’s good if it impacts the reverence often paid to dog-eat-dog competition debunked in the Fifth Principle—such competitive behavior leaves all of us poorer. I also liked the broadening of love in the Second Principle to include so much that is important in effective customer relations.

			—Joe Reedholm

			Owner and Entrepreneur

			Reedholm Instruments, Inc.

			I like the informal style and mix of personal anecdotes and authoritative citations. It is an easy read, making it a great candidate for a quick and helpful primer on selling.

			—Dr. Richard Downes

			Independent Researcher and Consultant

			Former Sales Director for Latin American and 

			Caribbean, Detecom

			The Marathon Salesperson includes Rodolfo Subieta’s thoughtful reflections on what can help salespeople become even more successful. He lays an excellent framework for the selling process, reinforcing the importance of deeply understanding a customer’s needs and wants, which is critical for a long-term partnership with that client. Honesty, drive, passion, and compassion are key elements he discusses and expands on in detail. As you will see, Subieta cares about the science and philosophy behind selling, building strong relationships, rebuilding bruised or broken relationships, and also knowing when to say no. This book offers a unique and colorful approach to the universe of selling.  

			—Bruce Jacobs

			Sales Manager

			Teleos Ag Solutions
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			Introduction

			RELATIONSHIPS, ANCIENT PRINCIPLES, AND NATURAL LAWS

			Selling is a multidimensional process. The first dimension includes what we sell: the product, the service, the idea, or the promise of a desired outcome. The second dimension includes how we sell: the marketing, the pricing, and sometimes the packaging. The third dimension involves the relationships that are established between sellers and buyers before, during, and after a sale occurs. These relationships need to be nurtured and sustained for sales transactions to occur repeatedly into the future. This book focuses on the third dimension, yet it cannot ignore the first two, for it would be foolish and deceitful to pretend that a shoddy “snake-oil” product or service can be sold sustainably just by having good customer relationships. 

			There are many parallels between running a successful marathon and achieving sustainable success as a salesperson in the long run. In both endeavors, we must undertake crucially important preparation; and in both, there are principles that govern our performance physically, mentally, and socially. Principles come in three main varieties: those that tell us what to do, those that tell us what not do (or what we shouldn’t do), and those that simply state a truth.

			How well we abide by, and master these principles determine our success or failure. In this book, I will present a foundational principle followed by a set of six enduring principles that build on one another and work together holistically at obtaining long-term, sustainable results. Each chapter is devoted to one of these principles. As a whole, they are designed to show you how to prepare for and then deal with the many facets and challenges you will face in your marathon sales journey.

			Throughout the narrative of this book, you will see a recurrent theme: my quest to provide scientific, historical, and spiritual context—time-tested wisdom—to the principles presented. Let me relate the evolution of what gave birth to this three-dimensional approach. 

			Early in my life, I found that science could provide satisfying answers to most day-to-day questions. In fact, I discovered that science was an exquisite and precise tool that, when used methodically, could lead you to the understanding of basic fundamental truths. I also found scientific advances to be truly universal. A polio vaccine will protect a child from death or crippling existence whether the child is white, black, brown, or Inuit. And a light bulb will illuminate a person reading the Bible the same as one reading the Koran, or the Wall Street Journal. This led me to the pursuit and attainment of a degree of Bachelor of Science from college. After graduation, I started my career as a science teacher at a high school. Subsequently, I worked in cancer research and, later, in the field of biological purification of water. Later on, even when my career took me into the field of sales and marketing, I found that the majority of challenges I would encounter, could be solved or benefited by the use of a scientific approach. To this date, I am a science practitioner, and I continue to believe in science’s ability to solve problems and in its humility. 

			“Humility? Scientists can be very arrogant people,” you may rightfully observe. However, a true scientist can never profess to know the whole and absolute truth about anything. A scientific theory by definition is, and forever will be, incomplete and open to revision. A true scientist knows that his or her theory is only a model, an approximation of the truth, which in time must and will be replaced by a better approximation, and in turn this one too will be replaced by a better one still. And that is perfectly fine, because that’s how science advances and polices itself, and how new technologies replace old ones. The emotional and intellectual reward of a scientist is that, for a moment, he or she is closer than anybody else to the understanding of a particular natural phenomenon.

			Then, as I matured, I also realized that certain intangible but undeniable human characteristics, such as our universal yearning for fairness and justice or the concept of “trustworthiness,” both crucially relevant to our interactions with other human beings—thus to salesmanship, could not be explained by the natural sciences alone; help from a different discipline was needed. Historical observation came to the rescue. It was historical observation that revealed unequivocally the fact that most scientific advances had been and can be used for both good and destructive purposes. Science itself is blindly unconcerned in this respect. It became almost an obsession of mine to find out if there was any remedy for this dichotomous condition. If we were to avert the destructive uses of science, we desperately needed a sort of “Collective Conscience Principle.” I discovered that I was not alone in this quest. From time immemorial, sages and philosophers have observed and have wrestled with this issue. I suppose from the very first time that humans discovered that they could tie a sharp stone to a stick and make an axe that could help them to obtain food, but also to crack the skull of another human being. Thus, what I call a “Collective Conscience Principle” (CCP) slowly began to evolve and continues to evolve to guide humans on how to avert harmful or destructive uses of technology, and basically how to get along better with each other. On the surface, the principle hasn’t been foolproof, and there were times in human history when it seemed that it failed miserably to avert widespread human destructiveness towards one another. Yet, time and time again, just like the mythological phoenix, it keeps rising from the ashes of destruction proclaiming that it’s still alive and true. 

			Versions of this principle, referred collectively as the Golden Rule, can be found in almost every culture and religion. Some of the older versions of the Rule, dating back to about 500 BCE appear in Hinduism: “One should never do something to
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